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ABSTRAK 
 
Industri kosmetik saat ini tidak hanya diperuntukkan bagi wanita melainkan 
pria juga dapat memilikinya. Oleh karena itu potensi bagi penjualan industri 
kosmetik ini tidak hanya sekedar didukung karena kesadaran seseorang untuk 
menjaga kecantikan melalui penggunaan produk-produk perawatan namun dapat 
didorong juga dengan meningkatnya jumlah penduduk. Ditengah persaingan yang 
ketat demi memperoleh penjualan yang tinggi beredar kosmetik-kosmetik secara 
ilegal yang belum tentu teruji keamanannya. Hanya bermodal promosi dengan 
penawaran harga miring tidak jarang konsumen dibingungkan antara produk yang 
beredar secara legal dan ilegal.   
Penelitian ini bertujuan untuk mengetahui dan menganalisis pengaruh 
Brand Experience terhadap Brand Loyalty melalui Brand Love dan Brand Trust 
pada The Body Shop di mall Surabaya. Sampel yang digunakan dalam penelitian 
ini berjumlah 150 responden yang pernah menggunakan dan tergabung menjadi 
member The Body Shop. Data dikumpulkan menggunakan kuesioner dan diolah 
menggunakan teknik Structural Equation Model (SEM) dengan alat analisis Lisrel.  
Hasil penelitian  menunjukkan bahwa Brand Experience memiliki pengaruh 
positif terhadap Brand Love. Brand Experience memiliki pengaruh positif terhadap 
Brand Trust, Brand Love memiliki pengaruh positif terhadap Brand Loyalty. Brand 
Trust memiliki pengaruh positif terhadap Brand Loyalty. Brand Experience 
memiliki pengaruh positif terhadap Brand Loyalty melalui Brand Love dan Brand 
Trust pada The Body Shop di mall Surabaya. 
Kata Kunci: Brand Experience, Brand Love, Brand Trust, dan Brand Loyalty. 
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THE IMPACTS OF BRAND EXPERIENCES ON BRAND LOYALTY 
MEDIATORS OF BRAND LOVE AND BRAND TRUST ON  
THE BODY SHOP IN SURABAYA'S MALL 
 
ABSTRACT 
 
Cosmetic industry recently is not only produced for women, but also men. 
Because of that, the growth of sales potential of cosmetic industry is not only 
depended on whether or not people want to look good and beauty with make up on 
their face, but also supported by the growth of the population in a nation. Facing a 
great intensity in cosmetic industry competition resulted many illegal cosmetics 
with no certification is distributed in the market. With good marketing and a 
cheaper price, they can tricked consumer's perception of illgegal and legal 
cosmetic. This research is aiming to analyze the impact of brand experience 
towards brand loyalty through brand trust and brand love on The Body Shop in 
Surabaya's Mall. Sample used in this research is 150 respondents that already has 
member of The Body Shop. Data is gathered through questionnaire and processed 
using SEM (Structural Equation Modelling) with LISREL as its analysis tool. The 
result indicates that Brand Experience has a positive and significant effect towards 
Brand Love and Brand Trust, Brand Love and Brand Trust have positive impacts 
toward Brand Loyalty, and Brand Experience has a positive impact towards Brand 
Loyalty through Brand Love and Brand Trust on The Body Shop in Surabaya's Mall 
Keywords: Brand Experience, Brand Love, Brand Trust, dan Brand Loyalty.
